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ABSTRACT
This study investigates audience preferences and perceptions regarding gender representation in contemporary broadcasting. The increasing demand for inclusivity and balanced representation in media has raised questions about how audiences perceive the roles and visibility of different genders across radio and television platforms. The research adopts a quantitative approach, utilizing structured questionnaires to gather data from a sample population consisting of broadcast audiences from diverse demographic backgrounds.Findings reveal that a significant portion of the audience perceives gender representation in broadcasting as unequal, with female broadcasters often stereotyped or underrepresented in leadership and technical roles. Conversely, male broadcasters are frequently portrayed in dominant or authoritative positions. Audience preference, however, shows a growing inclination toward gender balance and the inclusion of diverse voices, particularly among younger and more educated viewers and listeners.The study underscores the importance of equitable gender portrayal in shaping public perception and promoting social inclusion. Recommendations include increased hiring of female broadcasters, content reforms, gender sensitivity training for media professionals, and policy enforcement to promote fairness in gender representation. The research contributes to ongoing discussions on media ethics, representation, and audience expectations in the 21st-century broadcasting landscape.

CHAPTER ONE

1.0
Introduction

1.1 
Background of the Study

Gender representation in broadcasting has become an increasingly significant area of academic inquiry and public discourse. Broadcasting, encompassing television, radio, and online streaming platforms, serves as a major tool for shaping societal perceptions of gender roles. Historically, traditional media content often depicted men and women in stereotypical roles, with men portrayed as dominant, assertive leaders and women as passive, nurturing caregivers (Lauzen, 2019).

However, the growing demand for inclusivity and diversity in media has led to shifts in how genders are represented, sparking debates about audience preferences and the impact of these portrayals on societal attitudes.In recent years, the conversation around gender in broadcasting has expanded to include issues of diversity, intersectionality, and inclusion. As media consumers become more aware of these issues, their preferences have shifted, influencing how they respond to different portrayals of gender in broadcasting, Audiences now demand more realistic and inclusive portrayals that reflect the complexity of gender identities and experiences. Non-binary, transgender, and other gender-non conforming characters are beginning to appear in mainstream media, challenging traditional norms.

Despite these ad vancements, challenges persist. Research by Smith et al. (2018) highlights that while there has been an increase in the representation of women in broadcasting, they are still underrepresented in leading roles compared to men. Additionally, characters who identify outside the gender binary remain rare, and their portrayals are often oversimplified or tokenistic.

Audience preferences play a critical role in shaping gender representation in broadcasting, I Broadcasters aim to attract and retain viewers, and their decisions about gender portrayals are often guided by audience eedback, ratings, and cultural trends.
However, preferernces are not uniform and vary significantly across demographics, including age, gender, cultural background, and education level. For example, younger audiences, particularly Generation Z and Millennials, are more likely to support diverse and non traditional portrayals of gender. In contrast, older audiences may prefer traditional representations that align with the societal norms of their formative years. This divergence creates challenges for broadcasters, who must balance the demands of progressive viewers with those of more conservative audiences (Gill, 2017).
This study builds on existing research to examnine how audiences perceive and respond to different types of gender representation in broadcasting. By analyzing preferences, this research aims to provide broadcasters with actionable insights to guide their content strategies, ensuring they remain relevant in a rapidly changing media landscape.

1.2 
Statement of the problem
Despite the progress towvards inclusive and balanced gender representation in broadcasting, there is still a limited understanding of how audiences perceive and prefer gender portrayals. While media producers often seek to appeal to audiences by following popular trends or socio-political values, they may not always align with the actual preference of their viewers. This study seeks to analyze audience preferences and provide insight to guide more inclusive and relatable gender representation in broadcasting.
1.3 
Research Objectives

i. To evaluate the audience's perception of gender representation in broadcasting.
ii. To identify the demographic factors influencing preferences for certain types of gender portrayals.
iii. To compare audience reactions to traditional versus diverse portrayals of gender in broadcasting.

1.4
 Research Questions
i. What are the general attitudes of audiences toward gender representation in broadcasting?
ii. Do audience preferences regarding gender representation vary based on demographic factors such as age, gender, education, and cultural background?
iii. Are there any trends in the preference for traditional versus non-traditional gender portrayals?
1.5 
Significance of the Study
This study contributes to the broader discourse on gender and media, offering insights for academics, media practitioners, and policymakers. For broadcasters and content creators, understanding audience preferences can aid in the development of programming that aligns with viewer expectations while promoting inclusive and accurate representations. This can lead to greater viewer engagement and help avoid perpetuating gender stereotypes.

Academically, this study will provide data for further research on gender representation and audience preferences, enriching the field of media studies, sociology, and gender studies. For policymakers and media regulators, understanding audience perceptions may help guide regulations and standards that ensure balanced represent tation of genders.

1.6 
Scope of the study

This study explicitly target students of Kwara State Polytechnic and it environs. The essences of this rescarch work is to focus on analyzing audience preference regarding gender representation in broadcasting with a limited examination of platforms like Radio, Television, and Online streaming services. This research intends to focus on Kwara State Poly technic for easy data analysis.

1.7 
Definition of Key Terms

Gender Representation: The portrayal of different gender identities (male, female, non-binary, etc.) in media, including characteristics, roles, and behaviours attributed to each gender.

Broadcasting: The distribution of audio or video content to a dispersed audience via radio, television, or online streaming platforms.

Audience Preferences: The tastes, interests, or inclinations of viewers or listeners towards particular types of media content or portrayals.

Traditional Gender Roles: Stereotypical depictions of men and women based on historical and cultural norms, often portraying men as leaders and wonmen as caregivers.

CHAPTER TWO
2.0
LITERATURE REVIEW
2.1 
Conceptual Framework

This chapter provides an in-depth review of existing literature relevant to the study topic, "Analyzing Audience Preference Regarding Gender Representation in Broadcasting." It explores key themes, theoretical frameworks, previous studies, and gaps in the literature to provide a solid foundation for the research.

2.1.1 
Gender Representation in Media

Gender representation refers to the ways in which individuals or groups are portrayed based on their gender identities in various forms of media. Traditionally, media content has adhered to gender stereotypes, depicting men as dominant, career-oriented, and authoritative, while women are often shown as submissive, nurturing, or confined to domestic roles (LLauzen,2019). These portrayals have historically reinforced societal norms, shaping perceptions of gender roles.

In addition to expanding traditional gender roles, contemporary broadcasting is beginning to include non-binary and gender-non conforming characters. However, these portrayals are often limited in scope and visibility, and they sometimes fall into tokenism or stereotypical narratives.

Despite progress, several challenges remain in achieving balanced and inclusive gender representation:
Underrepresentation: Women, non-binary, and gender nonconforming individuals are still underrepresented in many broadcasting genres, particularly in leadership roles behind the scenes (e.g., directors, writers, and producers).             
Stereotyping: Gender stereotypes continue to appear, especially in genres like advertising, where women are often objectified or associated with domesticity, and men are portrayed as dominant and emotionless.

Cultural Biases: In some regions, traditional gender roles remain deeply ingrained in broadcasting due to cultural norms, limiting the diversity of portrayals. The way gender is represented in broadcasting has a profound impact on societal attitudes. Research by Bandura (1977) on social learning theory suggests that audiernces often model behaviours and attitudes observed in media. For example, stereotypical portrayals can reinforce harmful norms, such as the idea that women are less capable in leadership roles. Conversely, inclusive and diverse representations can challenge these norms, fostering acceptance and equality.
2.1.2 
Audience Preferences
Audience preferences refer to the specific choices and inclinations of viewers regarding the content they consume. When it comes to gender representations in broadcasting, these preferences are influenced by various factors such as cultural background, age, gender, education, and individual values. Understanding these preferences is critical for broadcasters to create Content that rcsonates with diverse audicnces and meets their expectations.

Factors Influencing Audience Preferences

a) Demographics: Age: Younger audiences, such as Millennials and Generation Z, are generally more accepting of progressive gender portrayals, including non-traditional roles and diverse gender identities.  Older audiences, on the other hand, may prefer traditional depictions that align with the societal norms of their formative years (Gill, 2017).
Gender: Men and women may have different expectations regarding gender representation. Women, for example, often express a stronger preference for positive portrayals of female characters and reject hyper sexualized or objectified depictions

(Lauzen, 2019).

B. Cultural Background:

Cultural norms and values significantly shape audience preferences. In conservative societies, traditional gender roles may be more readily accepted, while progressive societies may demand greater diversity and inclusivity in gender portrayals (North, 2016).

C. Genre-Specific Expectations:

Audience preferences often vary by genre. For example:

News Broadcasting: Audiences tend to prefer authoritative and professional portrayals, often associating these traits with men. However, there is growing acceptance of female anchors and reporters in leadership roles.
 Drama and Entertainment: In this genre, audiences are more open to creative and diverse portrayals of gender, including strong female leads, non-binary characters, and narratives that challenge stereotypes.
Reality Television: Preferences in reality TV are often shaped by the reliability of participants. Diverse gender representations are becoming increasingly popular,

especially among younger viewers.

Personal Values and Beliefs: Individual values, such as beliefs about gender equality, feminism, or traditional roles, also play a significant role in shaping, audience preferences Progressive viewers may demand inclusive content that challenges norms, while conservative viewers may prefer content that aligns with established gender roles (Smith et al., 2018).

2.1.3 Diversity and Inclusion in Media

Diversity in gender representation means showcasing individuals from various backgrounds, identities, and roles, while inclusion ensures that all genders are represented equitably.

a. Tokenism vs. Authentic Representation: Docs broadcasting feature gender-diverse characters as meaningful contributors or merely as a checkbox for diversity?

b. Expanding Representation: Including marginalized identities such as LGBTQ+ individuals and those from different cultural or socio-cconomic backgrounds. 

Intersectionality Coined by Kimberlé Crenshaw, intersectionality examines how overlapping identities (e.g., race, class, gender, sexual orientation) shape experiences of privilege or oppression. In broadcasting, this concept is vital for understanding the nuanced ways gender representation interacts with other identities. For instance, women of color face different portrayals and biases compared to white women.

2.1.4 Media Literacy


Media literacy refers to the ability of audiences to critically analyze and interpret media messages. It plays a critical role in understanding gender representation because:

a. Audiences with higher media literacy can identify biases, stereotypes, and the underlying ideologies in broadcasting.

b. Media literacy empowers viewers to demand more diverse and realistic portrayals of gender.

2.1.5 Cultural Influence on Representation


Culture significantly influences how genders are represented and perceived in media. Broadcasting in a patriarchal society, for example, might reinforce traditional gender roles, while more progressive cultures may challenge these norns.

a. Cultural Context: The depiction of gender roles in Nigerian broadcasting might differ fronm portrayals in Western countries due to societal norms, values, and expectations.
b. Globalization of Media: The influence of international media on local broadcasting and audience preferences, leadin: hybridization of gender portrayals.

2.1.6 Social Construction of Gender


The concept that gender is a socially constructed identity rather than a fixed biological trait. Broadcasting, as a cultural artefact, contributes to constructing and deconstructing gender roles.

a. Performative Gender: Borrowing from Judith Butler's theory, broadcasting may depict gender as something performed through behavior, dress, and speech rather than an innate identity.

Audience Perception and Reception
Audience perception refers to how viewers interpret gender representations in media. Reception studies show that individual and cultural factors influence how these portrayals are understood.

a. Selective Interpretation: Audiences interpret gender portravals

differently based on personal beliefs and experiences.

b. Active vs. Passive Audiences: Some audiences actively critique

media portrayals, while others passively accept them, reinforcing existing stereotypes.

2.1.7 Media Representation and Social Change

Media has the power to challenge traditional gender norms and spark societal change by presenting progressive and empowering portrayals. Examples include:

a. Role Models: Portrayals of strong female leaders or nurturing

male caregivers can challenge stereotypes.

b. Campaigns for Equality: Using broadcasting as a platform for gender equality campaigns, such as advocating for women in STEM or gender-neutral parenting.

2.1.8 Impact of Technology on Representation
The shift to digital broadcasting and online streaming has allowed for more diverse and niche gender portrayals, tailored to specific audiences.
a. Algorithmic Bias: Online platforms may still perpetuate traditional stereotypes if algorithms prioritize popular but stereotypical content.

b. Interactive Media: Interactive storytelling allows audiences to shape gender representation, fostering inclusivity and engagement.
2.1.9 Gender Representation in News Media

News media serves as a powerful tool for shaping public opinion about gender dynamics. Kiev issues include:
a. Underrepresentation of female reporters and anchors, especially in hard news or political segments.

b. Differences in how male and female politicians are covered, with women often subjected to personal or appearance-focused critiques.

Studies show that wonmen are often assigned "soft news" topics like lifestyle or entertainment, while men dominate political and economic reporting.

2.2 Theoretical Framework
2.2.1 Media Representation Theory

Media representation theory examines how media shapes societal perceptions by constructing and communicating realities. According to this theory, the portrayal of gender in media does not mercly reflect societal norms but actively shapes them by reinforcing or challenging stereotypes ( Hall, 1997). This framework is crucial for understanding how broadcasting influences audience perceptions of gender roles.

Hlall, S (2019). Representation and the media (Updated Edition), Revisits Stuart Ilall's core concept with updated insights representation functions in the age of global media and digital culture.
Key Concepts:

1. Constructed Reality:

Media shapes societal perceptions by framing narratives, often reflecting dominant ideologies and cultural norms. For instance, gender roles are often stereotyped, reinforcing biases about what is "appropriate" for men and women.
2. Stereotyping:

Media tends to simplify complex social realities through stereotypes, often marginalizing certain groups. This can reinforce inequality and limit diverse representations.

3. Symbolic Annihilation:

Coined by Gaye Tuchman (1978), this concept refers to the underrepresentation or complete omission of certain groups in media, which minimizes their importance in society.

4. Encoding/Decoding Model:

Developed by Stuart I lall, this model suggests that media messages are encoded by producers with specific intentions but can be decoded differently by audiences, depending on their social and cultural contexts.

Application to Gender Representation in Broadcasting:

Media Representation Theory explains how broadcasting shapes societal views on gender. For example, when women are underrepresented in leadership roles on news programs, audiences may internalize the notion that such roles are not meant for women. Conversely, positive portrayals can challenge stereotypes and promote gender equality.

2.2.2 Uses and Gratification Theory

Uses and Gratification Theory (UGT), introduced by Blumier and Katz in the 1970s, focuses on why individuals actively choose certain media to fulfill specific nceds, such as identity reinforcement, entertainment, or escapism. Understanding audience preferences for gender representation involves analyzing how these portrayals met viewer's needs for representation, reliability, and social validation. Unlike curlier media theories, uses and gratification theory highlights the active role of individuals in media consumption. 
Key Assumptions:
1. Active Role of Audience:

Audiences actively select media based on their interests and needs, such as information, entertainment, or social interaction.

2. Gratifications Sought:

Media fulfils various psychological and social needs, including:

Cognitive Needs: Seeking knowledge or understanding.

Affective Needs: Gaining emotional satisfaction or enjoyment.

Social Needs: Connecting with others or reinforcing relationships.

Personal Identity Needs: Understanding oneself and one's role in society.

Escapism: Relieving stress or avoiding real-life issues.

3. Individual Differences:

Each individual's media choices depend on personal Preferences, social background, and current circumstances.

LMedia Dependency:

Some needs may lead to dependency on certain types of Especially when other means of gratification (e.g,, social interactions) are unavailable

Application:

Uses and Gratification theory provides insight into the diversity of media consumption behaviours, showing that people media to satisfy their Specific desires rather than passively absorbing content.

2.3 
Empirical Review


The empirical review examines existing studies on gender representation in broadcasting, focusing on trends and insights over the past decade (2014-2024). This section draws from research conducted in various contexts to explore disparities, challenges, and progress in this domain.
2.3.1 Gender Representation in News Media Leadership

Study: A 2023 report by the Reuters Institute analyzed gender disparity among top editors in 12 centuries, finding 20% were women, despite women making up a large share of journalism Workforce in most markets.

Findings: This study reveals that even in countries with gender equality progress, women remained underrepresented in leadership positions. The structural and cultural dynamics of is Organizations were highlighted as key barriers.

Relevance: The study emphasizes the need for organizational reforms to promote equity in leadership within broadcasting, here decision-making shapes gender representation on screen.

2.3.2 Advertising and Gender Stereotypes

Study: A 2020 global analysis conducted by UNESCO found only 6% of ads featured women in professional roles, while most perpetual domestic stereotypes.

Findings: Campaigns like Dove's "Real Beauty" demonstrated the potential to challenge stereotypes by normalizing diverse represerntations of womnen.

Relevance: Advertisements influence societal norms and behaviours, reinforcing the importance of equitable representation in broadcasting.

2.3.3. Progress in Sports Broadcasting

Study: A 2021 report conducted by UNESCO's Gender Equality Division and media specialists, showed an increase in female commentators during global events like the Olympics, although women's sports coverage remained lat only 4% globally.

Findings: V While incremental progress was noted, significant disparities in representation On in representation persist in snort broadcasting

Relevance: Sport broadcasting is a high-impact platform, and addressing these gaps can enhance visibility and appreciation for women in sports.

2.3.4. Diversity in Radio Broadcasting

Study: A 2022 study on radio stations in South Africa revealed that women were underrepresented in prime-time slots, comprising only 30% of anchors and presenters.

Findings: Women were more likely to host segments related to entertainment and lifestyle, while men dominated news and political programs.

Relevance: The study highlights the need to challenge content and role assignments in broadcasting to achieve balanced gender representation.

2.3.5. The Impact of Gender-Inclusive Policies

Study: A 2018 study assessed the impact of gender-inclusive policies implemented by BBC and Al Jazeera. Policies such as mandatory gender quotas in hiring and content production led to a 15% increase in female representation on-screen.

Findings: Quotas and diversity initiatives significantly improved both qualitative and quantitative representation of women.

Relevance: Policy-driven interventions are essential for creating sLrstainable change in gender cquity in broadcasting.

CHAPTER THREE

3.0
Research Methodology

3.1 
Introduction

Research Methodology is the systematic process used to conduct a research study. It involves identifying the research question, choosing a research design, collecting and analyzing data and drawing conclusions from the findings.

This chapter outlines the methodology used in the study to analyze audience preference regarding gender representation in broadcasting. It covers the research design, population, sampling techniques, data collection method and data analysis procedures.
3.2 
Research Design

This study adopted a descriptive survey research design. This design was considered appropriate because it allows the researcher to gather information from a sample population through questionnaires, and analyze the data to make inferences about the entire population.

According to Ololube (2022), research design is the logical and systematic blueprint that determines the methods and procedures for conducting research to ensure accuracy, relevance, and reliability of findings.

3.2 
Population of the Study

Nworgu (2015), Population in research is a well-defined group of individuals or events that share similar characteristics and are relevant to a specific study. It serves as the complete set of elements to which the researcher intends to generalize the study findings.

The study area for this research is Kwara State Polytechnic, Ilorin. A total of 100 respondents were selected from 4 out of 6 institutes in the Polytechnic.

3.3 
Sample Size and Sampling Techniques

Sample size refers to the specific number of units or elements selected from the population for a study. According to Erik and Bala (2017), sample size is defined as the subset of the population chosen to represent the entire population in a study, with the aim of achieving accurate and reliable conclusions about the population. The sample size must be large enough to ensure validity and reliability of the findings while considering resources constraints.

Sampling techniques refer to the process or method used to select a subset of individuals, items, or events from a population for the research purposes. According to Teddrost (2016), it is the procedure through which representatives sample is drawn from the population to minimize bias and enhance generalizability.

There are six (6) institutes in Kwara State Polytechnic, using the simple random sampling technique. According to Kothari (2004), it is a method where each member of the population has an equal chance of being selected. Four institutes were selected and they are: ICT, IFMS, IES and IAS.

Using the purposive sampling technique, a sample size of 100 respondents from the four institutes were selected. 25 respondents were selected from each institute. Therefore, the sample size for the study were 100 respondents.

3.4 
Research Instrument

Research Instruments are tools or devices used to collect data such as questionnaires, interviews, or tests to measure variables and relationships in research. The research instrument to be used in this study is a questionnaire.

A questionnaire is a list of questions to be answered by a respondent to get their views about a subject. Questionnaires are used to gather appropriate data in order to measure desired variables. It determines the outcome of a research exercise. A total number of twenty (20) items were drawn and administered to the respondents. They were divided into two sections: section A contained items on the demography of the respondents and section B answered the research questions.

3.5 Validity of the Instrument

According to Kerlinger (1986), validity is the degree to which an instrument measures what it is intended to measure, ensuring that the results accurately represent the concept being studied. According to Creswell and Creswell (2017), validity is the degree of awareness of the influence drawn from the research instrument, ensuring that the instrument measures the intended construct or variables.

Validity pertains to the extent to which the instrument accurately measures what it was intended to measure. The measuring instrument employed is the questionnaire. This section presents the method employed to ensure the validity of the research questionnaire used in the study. The questionnaire used for this study was thoroughly reviewed and scrutinized by the supervisor for clarity, precision and comprehension.

3.6 
Data Collection Method


According to Creswell and Creswell (2017), data collection method refers to the systematic process used to gather information for research, encompassing various techniques such as surveys, experiment, case studies and interviews. According to Kothari (2004), data collection method refers to the systematic procedure and techniques employed to gather information for research, including tools like interview, questionnaire, and observation. Data was collected using the questionnaire which the researcher has administered to the respondents. Thus, the sampled respondents in Kwara State Polytechnic received the questionnaire through SurveyMars and responded through the same medium.

3.7  Method of Data Analysis

Creswell and Creswell (2017), the method of data analysis involves the systematic procedure used to organize, examine, and interpret data, ensuring that the results address the research questions or objectives effectively.

The data was analysed using descriptive statistics such as simple tables, frequency and percentages. They were adopted in the presentation and analysis of data generated for the study.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

This chapter presents and analyzes data obtained from 100 respondents through a structured questionnaire. The aim is to explore how audiences perceive gender representation in broadcasting, as well as whether demographic factors influence such perceptions. The data is presented using frequency tables and percentages, and each item is followed by a brief interpretation.

Section A: Demographic Information

Age Distribution

	Age Group
	Frequency
	Percentage (%)

	Under 18
	10
	10%

	18–25
	50
	50%

	26–35
	25
	25%

	36–45
	10
	10%

	46 and above
	5
	5%

	Total
	100
	100%


Source of Data: Field Survey, 2025
Interpretation: The majority of respondents (50%) are between the ages of 18 and 25.

Gender

	Gender
	Frequency
	Percentage (%)

	Male
	48
	48%

	Female
	50
	50%

	Non-binary
	1
	1%

	Prefer not to say
	1
	1%

	Total
	100
	100%


Source of Data: Field Survey, 2025
Interpretation: A fairly balanced gender representation among respondents.
Level of Education

	Education Level
	Frequency
	Percentage (%)

	National Diploma
	60
	60%

	Higher National Diploma
	40
	40%

	Total
	100
	100%


Source of Data: Field Survey, 2025
Interpretation: Majority of respondents have National Diploma qualifications.

Cultural/Ethnic Background

	Ethnic Group
	Frequency
	Percentage (%)m

	Hausa
	15
	15%

	Igbo
	20
	20%

	Yoruba
	45
	45%

	Other Nigerian
	15
	15%

	Non-Nigerian
	5
	5%

	Total
	100
	100%


Source of Data: Field Survey, 2025
Interpretation: Yoruba respondents form the largest ethnic group in the sample.

Institution
	Institute
	Frequency
	Percentage (%)

	IICT
	30
	30%

	IFMS
	25
	25%

	IES
	20
	20%

	IAS
	25
	25%

	Total
	100
	100%


Source of Data: Field Survey, 2025
Interpretation: Respondents are fairly distributed across the institutes
Section B: Main Questions

Gender representation is important to me when watching broadcast content.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: 75% of respondents consider gender representation important.
I believe broadcast media portrays men and women equally.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	15
	15%

	Agree
	25
	25%

	Neutral
	30
	30%

	Disagree
	20
	20%

	Strongly Disagree
	10
	10%


Source of Data: Field Survey, 2025
Interpretation: Only 40% believe there is equal portrayal of men and women.
I often notice gender stereotypes in broadcast programs.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	35
	35%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025

Interpretation: 80% have observed gender stereotypes in media.
The way genders are portrayed in broadcasting affects how I perceive real-life gender roles.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	35
	35%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: Media portrayal of gender influences audience perceptions.

I feel satisfied with the current level of gender diversity in the media I consume.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	15
	15%

	Agree
	25
	25%

	Neutral
	30
	30%

	Disagree
	20
	20%

	Strongly Disagree
	10
	10%


Source of Data: Field Survey, 2025
Interpretation: 50% are either neutral or dissatisfied with gender diversity.

My views on gender representation have been influenced by my age or generation.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	20
	20%

	Agree
	40
	40%

	Neutral
	30
	30%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025

Interpretation: 60% agree that age influences gender representation views.
My cultural background shapes how I interpret gender roles in media.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: Cultural background is influential in gender perception.

Educational background affects how people perceive gender representation in broadcasting

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	25
	25%

	Agree
	50
	50%

	Neutral
	15
	15%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: Education is a key factor in understanding gender portrayals.

Men and women tend to view gender portrayals in media differently.
	Option
	Frequency
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: 70% believe gender affects media interpretation.

People with different cultural or ethnic backgrounds may have different preferences for gender portrayals in media.
	Option
	Frequency
	Percentage (%)

	Strongly Agree
	25
	25%

	Agree
	45
	45%

	Neutral
	20
	20%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: Cultural background plays a role in gender preference.

I prefer watching content that reflects traditional gender roles.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	20
	20%

	Agree
	30
	30%

	Neutral
	25
	25%

	Disagree
	15
	15%

	Strongly Disagree
	10
	10%


Source of Data: Field Survey, 2025
Interpretation: 50% prefer traditional portrayals; 25% disagree.

I enjoy content that challenges traditional gender expectations.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	35
	35%

	Agree
	30
	30%

	Neutral
	20
	20%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: 65% enjoy non-traditional gender portrayals.

Modern media should reflect non-traditional gender roles more frequently.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	30
	30%

	Neutral
	15
	15%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: Most respondents support modern portrayals of gender roles.

19. I get uncomfortable when gender roles in media do not follow cultural traditions.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	15
	15%

	Agree
	25
	25%

	Neutral
	25
	25%

	Disagree
	20
	20%

	Strongly Disagree
	15
	15%


Source of Data: Field Survey, 2025
Interpretation: Responses are mixed; cultural values may influence comfort level.

20. Younger audiences are more open to non-traditional gender portrayals than older generations.

	Option
	Frequency
	Percentage (%)

	Strongly Agree
	35
	35%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%


Source of Data: Field Survey, 2025
Interpretation: 75% believe younger generations are more open to modern gender roles.
4.2 Analysis of Research Questions
This section provides a structured analysis of the research questions based on the data obtained from the survey responses.

Research Question One:

What are the general attitudes of audiences toward gender representation in broadcasting?

Questions 6 to 10 explored this area. The analysis revealed that:

A significant majority (75%) of respondents consider gender representation important when watching media content.

However, only 40% believe men and women are equally portrayed in broadcast media.
80% acknowledged the presence of gender stereotypes in broadcast programs.

About 75% agreed that the portrayal of gender roles in media affects their perception of real-life gender roles.

Despite awareness, only 40% expressed satisfaction with current levels of gender diversity in the media.

Summary: Respondents are highly aware of gender portrayals and largely believe current media content still contains bias and stereotypes. There is moderate dissatisfaction with the level of gender diversity.

Research Question Two:

Do audience preferences regarding gender representation vary based on demographic factors?

Questions 11 to 15 addressed this question. Findings showed that:

60% of respondents stated that their age or generation has influenced their views on gender roles in media.

70% agreed that their cultural background shapes their interpretation of gender portrayals.

75% believed educational background plays a role in how individuals perceive gender representation.

70% felt that men and women interpret gender portrayals in media differently.

70% also indicated that cultural or ethnic background influences preferences in gender portrayal.
Summary: Demographic factors—especially age, culture, and education—significantly affect how audiences interpret and respond to gender representation in the media.

Research Question Three:

Are there any trends in the preference for traditional versus non-traditional gender portrayals?

Questions 16 to 20 focused on this area. Key insights include:

50% prefer traditional portrayals of gender roles, while 25% expressed disagreement.

65% enjoy content that challenges traditional gender expectations.

70% believe modern media should reflect non-traditional gender roles more often.

Responses to discomfort with non-traditional roles were mixed, with 40% agreeing and 35% disagreeing.

75% of respondents believe that younger audiences are more open to non-traditional portrayals than older generations.

4.3 
Discussion of Findings


This section discusses the implications of the findings in relation to the study’s objectives, which aim to understand audience preferences and perceptions regarding gender representation in broadcasting.

Audience Awareness and Attitude

The findings suggest that audiences are highly aware of gender issues in the media. A large proportion of respondents (75%) expressed that gender representation matters when watching broadcast content. This indicates a shift in audience consciousness, where viewers now expect balanced and inclusive portrayals of both men and women. However, only 40% believe that broadcast media currently portrays genders equally, highlighting a gap between audience expectations and media performance.

Stereotypes and Perception of Gender Roles

A notable 80% of respondents confirmed that they often notice gender stereotypes in broadcast programs, which influences their perception of gender roles in society. This reveals that media content continues to reinforce traditional gender roles and that audiences are sensitive to these portrayals. Such portrayals may shape or reinforce societal norms and expectations regarding gender, especially among impressionable viewers.

Demographic Influence on Media Interpretation

The survey also confirmed that personal characteristics such as age, culture, gender, and educational level significantly influence how individuals interpret gender representation. For instance, 75% of respondents agreed that educational background affects perception, while 70% said cultural background plays a role. This implies that understanding and interpreting gender roles in media is not uniform but shaped by social and cultural contexts.

Preference for Traditional vs. Non-Traditional Roles

While 50% of respondents showed a preference for traditional gender roles in media (such as male leaders and female caregivers), a greater portion—65%—indicated enjoyment of content that challenges traditional expectations. This reflects a gradual societal transition where audiences, particularly younger ones, are more open to modern and diverse portrayals. A majority (75%) agreed that younger generations are more receptive to non-traditional gender roles, suggesting a generational shift in values.

Overall Implication

The study indicates a growing demand for balanced and progressive gender representation in Nigerian broadcasting. While traditional roles still resonate with a portion of the audience, there is clear support for evolving portrayals that challenge stereotypes and reflect modern realities. Media organizations must take these changing audience expectations into account in order to remain relevant and socially responsible.
CHAPTER FIVE
5.0
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 
Summary of the Study
This study was conducted to examine how audiences perceive and respond to the way gender is represented in broadcasting, with a focus on identifying patterns of preference, perception, and satisfaction. The research aimed to understand whether viewers are satisfied with current gender portrayals in broadcast content and to what extent demographic factors such as age, gender, education, and culture influence these preferences.
The study was carried out using a questionnaire distributed to 100 respondents from Kwara State Polytechnic. Data collected covered respondents’ demographics and their opinions on traditional versus modern gender roles, the presence of stereotypes in media, and the overall impact of media portrayals on real-life gender perceptions.

The analysis revealed that while audiences are increasingly aware of gender issues in media, many believe that representation remains unequal. A significant portion of respondents acknowledged the presence of stereotypes and agreed that media portrayal of gender affects societal attitudes. It was also found that younger and more educated respondents are more accepting of non-traditional gender roles in media content.

Overall, the study shows that audience preferences are shifting toward more balanced and inclusive gender representation in broadcasting, reflecting broader changes in societal values and expectations.
5.2 
Conclusion

Based on the findings from this study on “Analyzing Audience Preferences Regarding Gender Representation in Broadcasting,” it is evident that audiences are not only aware of gender portrayals in the media but are also deeply affected by them. The majority of respondents expressed that gender representation is an important aspect of media content and acknowledged the influence it has on shaping societal perceptions and roles.

While some respondents still align with traditional portrayals of gender roles, there is a noticeable shift toward acceptance and preference for modern, non-traditional representations. This change is particularly evident among younger and more educated individuals, suggesting that generational and educational differences play a significant role in shaping media preferences.

The study also revealed that cultural background, gender, and educational level influence how individuals interpret and react to gender portrayals in broadcast content. Moreover, most respondents recognize that the current level of gender diversity in media is not sufficient and called for more inclusive and balanced representation.

In conclusion, broadcasting organizations have a critical responsibility to respond to changing audience expectations by promoting gender equity, challenging stereotypes, and reflecting the diversity of contemporary society. Addressing these concerns not only ensures fair representation but also contributes to more informed and progressive social norms.

5.3 Recommendations

Based on the findings and conclusion of this study, the following recommendations are offered to improve gender representation in broadcasting:

Promote Balanced Representation:

Broadcasting organizations should ensure fair and equal representation of all genders in their content. This includes assigning meaningful and diverse roles to both men and women, avoiding bias or underrepresentation.

Avoid Gender Stereotyping:

Media producers should consciously eliminate outdated gender stereotypes in programs and advertisements. Efforts should be made to portray individuals in roles that reflect modern societal realities rather than traditional limitations.

Encourage Inclusive Content Creation:

Content creators should be trained and encouraged to produce inclusive media that reflects the voices and experiences of different genders, age groups, and cultural backgrounds.

Conduct Regular Audience Research:

Media houses should frequently assess audience feedback regarding gender representation. Understanding public perception helps broadcasters adapt content to meet current expectations and social standards.

Implement Gender-Sensitive Policies:Regulatory bodies such as the National Broadcasting Commission (NBC) should establish and enforce clear guidelines that promote gender sensitivity in broadcast programming.

Integrate Media Literacy in Education:

Schools and institutions should incorporate media literacy into their curriculum to help students critically analyze media content, including gender portrayals. This fosters a more aware and discerning audience.

Encourage Representation Behind the Scenes:

More women and underrepresented genders should be given opportunities in decision-making positions within media organizations to ensure content is inclusive at both the production and executive levels.
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KWARA STATE POLYTECHNIC, ILORIN

INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT) DEPARTMENT OF MASS COMMUNICATION

Dear Respondent, 


I am a student of the Department of Mass Communication, Kwara State Polytechnic. I am carrying out a research on the topic "ANALYSING AUDIENCE PREFERENCE REGARDING GENDER REPRESENTATION IN BROADCASTING".

Kindly provide answers to the following questions to the best of your ability. All information disclosed shall be treated in strict confidence and for research purposes only.

Thanks for your cooperation.

Instruction: please tick (✅) the answer you consider appropriate. 

Section A: Demographic information

1. Age: [ ] under 18, [ ] 18-25, [ ] 26-35, [ ] 36-45, [ ] 46 and above
2. Gender: [ ] Male, [ ] Female, [ ] Non-binary, [ ] Prefer not to say
3. Level of Education: [ ] National Diploma, [ ] Higher National Diploma
4. Cultural/Ethnic Background: [ ] Hausa, [ ] Igbo, [ ] Yoruba, [ ] Other Nigerian ethnic group, [ ] Non Nigerian

5. Institute:  [ ] IICT, [ ] IFMS, [ ] IES, [ ] IAS

Section B: Main Questions

(Please use the follwing key where applicable: SA= Strongly Agree, A= Agree, N= Neutral, D= Disagree, SD= Strongly Disagree)
Research Question 1: What are the general attitudes of audiences toward gender representation in broadcasting?
6. Gender representation is important to me when watching broadcast content.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disagree

[ ] Strogly Disagree

7. I believe broadcast media portrays men and women equally.

[ ] Strongly Agree

[ ]Agree

[ ] Neutral

[ ] Disagree

[ ] Strongly Disagree

8. I often notice gender stereotypes in broadcast programs.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disagree

[ ] Strongly Disagree

9. The way genders are portrayed in broadcasting affects how I perceive real-life gender roles.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disagree

[ ] Strongly Disagree

10. I feel satisfied with the current level of gender diversity in the media I consume.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

Research Question 2: Do audience preferences regarding gender representation vary based on demographic factors?

11. My views on gender representation have been influenced by my age or generation.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

12. My cultural background shapes how I interpret gender roles in media.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

13. Educational background affects how people perceive gender representation in broadcasting

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

14. Men and women tend to view gender portrayals in media differently.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

15. I feel that people with different cultural or ethnic backgrounds may have different preferences for gender portrayals in media.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree
Research Question 3: Are there any trends in the preference for traditional versus non-traditional gender portrayals?

16. I prefer watching content that reflects traditional gender roles (e.g., male leader, female caregiver).

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

17. I enjoy content that challenges traditional gender expectations.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

18. Modern media should reflect non-traditional gender roles more frequently.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree
19. I get uncomfortable when gender roles in media do not follow cultural traditions.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree

20. Younger audiences are more open to non-traditional gender portrayals than older generations.

[ ] Strongly Agree

[ ] Agree

[ ] Neutral

[ ] Disgaree

[ ] Strongly Disagree
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